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advertisements, sales approaches, establishing advertising rates,
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L FOREWORD ‘
The position of publication adviser offers a strange combination of am:
bivalence and satisfaction, intertwined with heart palpitations and stomach
ulcers. Certainly anyone who has ever taken this post can attest to.the
many physical and mental demands made upon him. Yet each year thou-
- sands of us. continue, wondering how to mieet these challenges while -at the '
‘same time . filling the needs of our -students. It is our hope that this
baoklet will help ficilitate the achievement of these ends. :
. ASK, the Advertising Survival Kit, actually began as a project in a
graduate journalism class at Ball State University in Indiana. After its com-
pletion, we redlized that we had done much more than just fill a course
- requitement.. The project had: bécome -a:learning experience for all of us;
- a tool that we all realized would be valuable to us and to other publi-
- cation advisers. ' ' :

The financial management of asschool publication is certaifly one of the
most difficult and frightening tasks any adviser must face. Yet it is a neces-
sary job, crucial to the success of any journalistic program. Rising costs
have driven many yearbooks out of the students’ price range, and restrict-
ed the frequency of newspaper publication dates to so small a number that
the phper ceases to function as a medium for timely local news. The only
viable answer to such economic pressures lies in an effective revitalization of
newspaper and yearbook financing which recognizes that high school publi-
cations, however small, are real media which can offer a service to local
businessmen. Presented properly, an advertising campaign offers potential
profit not only to the publication, but to businesses as well.

ASK presents a complete outline for-conducting an advertising campaign,
as well as a list of suggestions that yedrbook advisers may find invaluable
in cutting' those unexpected (and sometimes hidden) costs that so many
vearbook contracts entail. ]

We realize that this booklet is no panacea for all the pitfalls advisers
will encounter. Financial managemgnt of a publication is, of course, merely
one segment of a large and complex organization which demands the ut-
most of an adviser in. both patience and ingenuity. Our hope is simply
that this booklet will help alleviate some of the burdens involved in run-
ning, your school’s S_Ublications so that jourdalistic endeavors will not be
‘choked bv econornic diffigulties. :

. \ Laurence B. Lain
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P R

ST This ;{eéﬁbni 'Wﬂxs : des..ighed to help youj tﬁévad'viser. and the ;publ’icati'b'ns
- staff, put together . a :successful advertising - section -in ‘your newspaper. It
./, is.flexible enough to be adapted to almost any size school paper, so please
. - useitto suit yourneeds. = ) z ‘ .

' Millions of Americans are éxpos.ed to huﬁdreds»'of.ndvertisvin - messages
. " better products and services, to improve their styles of living, and to ‘take
"+ better care of their health. . . : S

‘ AdVe:ﬁsing.'crentgg_ ‘an ziwnrené’sé about old and new products and ser-
. vices, It stimulates ‘Wants, depicts differences among various products and

_ ,AdYerﬁSing; with its important role of informing and-influencing consum.
© - “ers,-has become an economic and social force insociety. Modern" business
. eriterprisa _must improve  product development, pricing, packaging, distri-.

- - new praducts and services to attempt to gain sales advantages. - .

""" The mighty impact of advertising is not lost on high school students,
- for much . advertising is aimed specifically at them. They comprise a po- -
. ‘tential market of hundreds of millions of dollars a year, a purchasing po-.
.. tential which few businesses can afford to overlook. It is one function of
* . the high school press to convey' information, in the way of advertising,
- -about available products and. services of interest to: high school students,
" .to .this potential market; using: the proceeds. thus derived to help finance

. the publication in which they appear.

a

Ll A(sd,mpl'q demographic survey
‘ “’‘what your student body purchases, and where this purchasing is done,
" The su.rsley can. easily be modified by adding or deleting questions to

- suit your school’s particular situation, _
The. next section provides suggestions about how to use the information -

- paign, ranging from what potential advertisers to contact, to how to ap- -

~ included are tips on how to take care of an advertiser after the sale is

" Ad layout and design does' not have to be difficult, Quick instruction

‘on how to design an ad.can be found in the basic layout and design -
~ “section, ag well g8 suggestions on the most attractive and productive ways
" of arranging the advertising on the newspaper page. - S :

‘Do you-'z;p'ublish ‘with - offset, lettérpress, or mimeo? Discussed - are thé
* and how to use them more effectively. -
| 5

IToxt Provided by ERI

i " daily.- In. part, the influence of advertising has persuaded people. to ‘want C

services, and .demonstrates .how various needs and desires can be satisfied.- o

' bution and retail service to remain competitive, and must also introduce . - .-

has been included to' help y‘ou' determine . . |

“tobtained from. the survey to.put together a successful advertising cam-.-. e
“proach a prospect and persuade him to purchase advertising space.. Also. o

made; Servicing an account is, ultimately, just as important as selling it,

' fforences among the. three, how they affect the types of ads you use,




)

, At the end of the section is a portfolio of ads from high school news-
¥ papers from around the country. Many different types of ads are pictured
in this: section. Do not hesitate to use the ideas; they have been included
for. that reason, and to demonstfate that good advertising is easy, and
being used by all types of papers. C

Finances can help make or completely break a school paper. Samples of
bills, rate cards, and contracts are provided in this section to help make
the financial aspect of school publications easier to understand and deal
with, —~

N _If you have advertising problems or questions, “ASK” the newspaper sec-
»’k/fi/'on and adapt the suggestions to your gnper. Advertising need not be the
‘ headache it sometimes 1s, and it can help you produce a better and more
profitable high school newspaper..

SELLING THE AD™

A

This questionnaire is intended to estimate weekly student expenditures.

- The range of questions attempts to cover every aspect of student spend-

ing, but questions ‘may be.added or deleted to fit each school’s needs. A

.- Jarge school, for example, may want to place some of the related questions

“into a single category to expedite the summarizing of the results of the

survey. This, too, will aid the large school in completing a summary fact
sheet for the sales brochure: )

The method of conducting the survey may present a problem for larger
schools. A small school may administer the survey to all students whereas
random or selective sampling is suggested for large schools, but selective
sampling should provide a more fair and effective survey. A range of
students from all social and economic communities within the school should
be represented in about the same percentage they occur in your school. -~

The results of the survey should be averaged and placed on a sum-
mary fact sheet. The advertising sales staff should then use the ques-
tionnaire as a persuasive selling point with their sales brochure.

STUDENT SPENDING SURVEY ,

Our school newspaper and yearbook are taking a survey of our student body to
get o comprehensive look at the earning and spending habits of the students of
this high school. We would appreciate your time in filing out this questionnaire.
You need not sign your name. Thank you very much for your help.

Date ....covivinnnns age .... grade: Fr. ... Soph. ..., Jr. ... Br..

male ,.... female ..... white ..... black ..... latino ..... other .....

Da you get an allowance? Yes .... no ..... [f ‘yes’ how much do you get per

i weak? ..l Do you have a job? yes .... no ..... If 'yes' how

much do you earn per week? . .:....iieiiiaanan Do you have a personal

charge account? ....... Do you use your parents' charge account? ,......

Do you have a checking account? ..... Do you have a savings account? .....

i If 'yes' what is its purpose? .... higher education ... career . . cat
cother [ovviiiiiiiiiiiiianas )

. Do you have your own: car .... molorcycle ....  bicycle .... typewriter

radio .... televisior .... stereo/record player .. .. boat ....




- "',’f_'_Who' is your lotol weoky income from qll sources? $. caeseies el ‘

.On the average, how mych. of that do you SavePyS . o vie i e ces
- How .much. do you spend In cny way you wish? $...........0..00ue .

~:In"the fo'lowing section; |pledse estimate how much money you spend eoch monlh -

" on iho items in ooch of Qhe cotoqorles Iisfod

L C “amount sponf
" calegory 0L oxomplos - _per month .~ .
1. clothing * * shoos, tum, sporicoats, iockols, shirts, :
: , : . blouses, jeans, tiés, slacks, underwear,

o _ * lingerie, sleapwear, socks, hosiery. . ,
2, accessories. jewelry, wollot:, ‘belts, pursos, key cholns,
. ) . s B - e’c’ Lo .
"3, grooming © .+ haircuts, holt slyllng, 1homp0o, ha%r color,
I all. hair care products., .

.. 4. follatries L) toothpqsto, deodorant, razor blodos, shavo

g T ‘ oroom, pérsonal produets, ofc. ’

'-; 3

o car puytnonts, Insuronce, ﬂros, outo accase -
S S sorios, gascline,. oll. ,
©777" 4. hobbles ,' - “sporfg equlpmom, hobby supplios &
TR -~ material, “etc, = _ )
L Zopels, o pels and pét supplies . -
o 8¢ music : " musical instruments, focords, topes,
Chaie w o shows & concerfs
1 reo‘focj‘tfon‘ “movies, football & boskolboll Hckou,\y' '
o ] ? Y 7 club dves - ¢
O TO uoding mcmor books, mogozlnos, now:popors o
“11¢ lesgons - - music, ‘dance, flying, tennls, ete,
12, travel - -trips without famlly ' )
13, camera ' film, processing, -darkroom wpp!lox, elc. *
14, nwinq" ~ fabtlcs, knitting & sewing supplies, etc.
18, glfts all gifts ,
' 16. ,supphos .. papar, pencils, all school supplles, sta.

- Honery, greeting cards.

: l} In lho following socﬁon, please estimate: how many ﬂmos ooch monlh you eat ot

- each type of eating establishment. -

"'_ffyp_-_‘. R oxomplos ' D M—‘,_' ho'W often
1. stook v " Ponderosd, ‘Bonanza, Mr. Steak; '

' -~ Herford House -

T2, homburgor chains McDonalds, Burger Chef, Blff Burgor,

Frlondly Foster, ‘efc.

,',3. fco croom - Dailry. Quoen, Baskin Robblns, Brosslors, otc.
A plzza - Pizza Huk Pizza King, ete.
DR N :pocl’olty chotns . chicken, Fish:n-chips, Taco Bell, Arby' s, ete.

6, drive-ins. Dog-n-Suds, A&W, ‘etc.
7. all-purpose, sit-down eating establishments.

'\)‘ C '. LI 7 EN




. Do you asilst In making declilons on' famlly purchéses? - yes &) no ...
-2 - What kind of tidvertising influences your choice of products or: stores? (check: all " *

newspaper ... ., tadlo ..., television ...., magazine ..., bill- .
0' er. .1 Ji ;.} ne o}'}.) I YorerEsbaeas 7

#Lndow displays. .. .i,' 0 ‘
ST+ THANK YOU FOR YOUR TME 11

4 s — . : r

'[Ph.“ i
T aw 1
RV

<o Interpreting the restlts of . the. survey, should: present little- problem for - .
" the staff . once final- tallies ‘are “made - and" percentages -and -figures ave. -
-entered on the summary sheet, Clearly, those mierchants in the “commun- < .-’
- ity who'receive the largest share of student money are the prime prospects -
for calls by advertising salesmen, Where two or more stores compete for -
~ . student business in the same area, whether it is records, clothes or jewelry, -
- the obvious advantage of advertising in the school press can do more.
‘to sell advertising ‘space than the best-planined sales talk. Assemble the . -
# facts, and ‘do it in such a way that tE
- of selling advertising. "5

ind do it in osé facts will do_ the major job. "

.. "An effective way is usually to prepare a:mimeographed brochure, ‘which -
. ‘may be given to businessmen for ‘them to examine at their leisure, which -
. -.1eports the results of the'survey, and' provides ‘information about the
+ . circulation .of -the school newspaper’ among the students it serves. Ih a'
.. school where students receive :the. paper free, or where the cost'of a sub-
" serfjption: to the paper is ‘deducted from . the students’ book rental fees
_or other source, stress the fact that the paper reaches the hands of every
. student -in_the. school, that distribution is one hundred per.cent. No -
- other advertising medium, " not- the commercial press, not the most popular *. -
. rock music radio station in.town, not even alarge billboard in front of -
- the school, will have the potential of reaching more students.: . = - - "

I as is more often the case, circulation is less' than a hundred per
cent of the student body, concentrate on the number, rather than the. per-
centyge, of students who receive the paper. And remember that in actuil

practice, these figures are apt to be a‘bit low, since the number of pass- .-
... . along copies is usunllg,consid.ernble. ‘Your actual circulation, -in terms of .
', number of actual readers, may well be double the number of copies of
" your paper printed. Point ,.tfvnis ‘out in your -advertising brochure. v
‘The brochure should also focus on the ‘amount of money students have
-~ to spend. For example, a sample of 100, students selected from a student -
- body "of 1000 ‘may. show that those students spend ‘an- average of eight
= dollars a week on cir, clothes, records, recreation, snacks, and other per -
."sondl “itemy, By -exténsion, the. 1000 students in the school would have -
- *$8,000. a week ‘to .spend, more than the entire annual incomes of many ;
. wage-eamets. These same students are spending $32,000 a month or $288,000
- during a nine-morith school year, in. the- community. ‘When such facts are. "
presented, ads often sell themselves, for every merchant: in the community = -
~ is interested in getting his. share of that quarter-million dollar market, Ad-
" vertising in' the school press. can help a business tap that market, ,

N
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T

2" "Once. the figures are in and the brochure prepared, itis time to map .
~+ ‘out campaign strategy. Particular ‘emphasis will be placed, .of course, on the .
“areas where -most"student money is spent. But advertising salesmen should . .
“be taught to point out that advertising can create new. needs and desires, - -
- besides merely showing how. current needs can be 'satisfied. So do not
"'ignore @ particular element of the business community simply because rel- -
atively little demand exists in that ared. A serles of-well-planned advertise-
. ments can create a demand ‘for a product where none existed before, if
., the product is one of legitimate interest or usefulness to students. Such
. ads simply point out a particular need,” which although. real, may mot .4
', ‘have been previously recognized by the student market. - T R
-7 7 -For ‘example; vtwent{; years ago’ there was little or no insurance. adver-. - -
" tising in the~Mgh school press. Today, with a high percentage of .high . .
‘school students owning or having the unlimited use of automobile and mo- - -
* torcycle, there is a real market among young people for insurance and fne
surance information. Some schools have recognized this change, and have
proved their point to local insurance agents, who have become fre uent ad-
. ~'vertisers in those: papers. Many  papers have not yet -explored this -area,
" * however, and mdy be issing hundreds of .potential ~advertising dollars.

"~ ~No_attémpt- is made to imply that all- elements of the community are - S
suitable for -the solicitation. of advertising by the high- school press: Some"
~-are - clearly not. A publication should not solicite of accept advertising
- from a firm. whose product or service ‘the publication cannot reasonably

-7 hope, to sell. At one.time the. advertising columns of high school papers

© were filled-with ads like S _ .

| COMPLIMENTS OF BLAKE'S MARKET

T, e

- and dozens of sucli uds, all neatly boxed, appedred issue after issue. Few ...
~ " high-school  publications solicit advertising as chdrity any more, however, -
Agvei-tising is a two-way street; if a paper accepts an advertiser'’s money, -
the paper must attempt to sell the advertiser’s product. No advertiser . -
shouE:l‘ be asked to help “boost” the paper or support the school; thie paper

- must try to sell its.advertisers’ products. - ‘

. " When alist-of potential clients has been established, it is time to begin
* . making sales calls, Some sort of system of keeping. track of prospects and:
" the results of- sales calls is recommended. No businessman likes to be both~ -
*eted about the sime thing ‘mote than once and by several different eople;
.- many ads have been lost because, after buying an ad froin one salesman,
‘he has had to interrupt his business to meet with two or three other
representatives: of the same publication, each trying to sell him an ad.

" A’card file system may bé the most efficient and the most simple method =
- of keeping’ track.. Each prospect is listed on a file card kept .in the ad- ~ *

- vertising area. (sec sample) When he is approached by a salesman, in-

~*  formation about the sales call is recorded on the card; ‘and the card. file

LT

A




~ ' -should be checked for the most up-to-date information before any sales-
7. ‘man calls on any customer, Such a System will 1.) prevent unnecessary .

g-du?li‘cqtiou of. effort, 2.) prevent antagonizing prospects with multiple sales -

- = calls, and-"3.) “insure ‘that every prospect is”called on. It is an easy matter .
- *"to" flip. through the cards to find tEOSe prospects on whom no salesman

has called, or who' have not been approached for sbme time.

< .

. m @TJS - \

| ssléspermen 'mp&'n-e' person pontacted

“‘lﬂiill‘ L - address, .. i )
(] -

. teléphene produdt or vosvice

—CONTACT_MALE:

&

S mdm e - S————

i “dats | by saleasan | responss date | by sulesman | respunss
. , ' . , ADVERTIBY (Xe1t) : " T
.- -dnéus | size |price [ pd . {|] lesue | size | pries | pd ]|l desus| aire. | price | pd. .
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. for the veterans of the ad staff.

~

'SALES APPROACHES . -

" . The findst preparation, however, is. worthless unless an ad salesman can

close a deal, While the preparation can and will greatly enhance his chances

* of selling an account, a salesman must still approach cach prospect with
..~ ~bath respect and conviction, creaté a favorable impression and conduct him-
: ;.'selﬁ‘profe‘s‘s_ionnlly if he s to stand any chance of success. ~ . :

- 'The" sales’ approdch guidelines which follow ire intended to serve s -

"-if'b_z:xs_ic_ procedure_for advertising staffs, They will help staffs to be better
- -organized in talking to a: prospect, to have more confidence and to make
.8 more businesslike impression on potential advertisers. - - s

,"Thc':'way‘ an ad salesman is dressed can pfn{ an imp(;rtnnf psychological
_role ,in the success or failure of a sales. call, Slacks and sportshirt,. or
.dress or pants suit will project a better, more professional image" of “the

+ salesman than jeans and sweatshirt, and this  psychological impression can

do much. to determine tht results of a client contact, Consider dress and

| - grooming ap_ integral part of your sales campaign; all other things being
- equal, the better-groomed salesman will be mor¢ successful than his poorly- -

groomed counterpart. When approaching “a merchant, particularly in his
‘place ‘of business, it is important for a salesman to avoid negative re-

. ‘-.. " actions from the merchant.

Fow things scem moroe difficult to the beginning salesman than actunl:‘y

" making his first contact. The inclination certainly s to mumble apologeti-

“cally, blurt out “Do you want to buy an ad in the school -paper?” and

" “duck out the door a3 yquickly as the oEpor'tt'xn_ity arises. This is an in-

justice to both the publication 'and the businessman, Ad salesmen should

. ing to. show. the merchant how the school newspaper ‘can help him in-
creaso his profits in exchange for his financial support of 'the newspaper -

o ‘that will carry his advertising. This is precisely the same sort ‘of ar-

rangement ke expects with the-local daily newspaper; the difference is solely -

age group. .
“The following outline of a sales call may help the inexperienced sales-
man through the first half-dozen calls, and p.rovido a new idea or two

- :-1) - Introduce yourself.

o 2.) Explain whd you représgnt.

_"f78.)" Be polite and state your purpose. (Your purpose is not only to sell
© . an ad, it is to help the businessman capture or retain his share of the
" 14-18 year-old .consumer market. This, then, i not the time to say,.

"~ “Would you like to buy an. ad?” Say, rather, “I have some figures that

~ show how you might tap an increased share of the quarter-million dollars

B spent by our high school students in this community.”)

(Text Provided by enic [i8

. u

remember that they are not begging or asking for charity, but are offer- ;

that his advertising in the high school paper will be directed at a specific ‘



4 ) Sales PltCh showmg brochure - : e

_ ja) fesults of purchasmg survey stressing the dollar figure spent»"_
. by high-school students in the community.

b)) 'c1rculatlon and readershlp potential of the newspaper (And

parents and o;her potennal customers. )

LR

- advertisinig - in .the high school newspaper can’ stimulate a demand
for his product or service.

. up_in-advance when you know ydﬁ are going to call on a particular .-
prospect. Come equipped with suggestions for photographs and illus-
\trahons sales 1deas and de51gn 1deas ‘*,'

. may be -unclear, and suggest a size and frequency of ad that. he: might

. ticular emphasis on ‘the areas in which the paper will serve the advertiser,. '
© ' such as by providing a comphmentary copy of the paper each time it is
“issued, ‘and calling frequently ‘to iniquire about a ‘change in copy. This is

- school paper ‘is designed to. benefit ‘both publication and advertiser.

7). Ask the prospect to. purchase the ad. (There” is an old sales tech-
" ‘nique, stﬂl useful in which the salesman never gives the customer a chance .
. to say “no.” At the close of a sales pitch, the salesman should not ask, -
“Would you like to- buy the ad I have described?” because it is too easy

“Would you-like this ad to run in every issue or in every other issuef”
- Or Would it be more -convenient for me to pick up your ad copy in

the morming or the afternoon next week?” While such a question may
- sound. ¢ontrived and” unnatural ‘to the mexpenenced salesman, 1t is'a
technlque that works, and the psychology behind it is sound) e

- 8) Slgn the contract. Leave one copy w1th the cust’omex; '\nd fxle one
copy1nthe pubhcatlons area, . , : .

9.) - Whether you ‘have made a sale gr not, thank the prospeet It w111 :
. cafry on ‘the favorable impression * you should’ have. a]ready cated, and‘_
e leave the door open | to future meehngs -on, cordial terms. &i '

"sold him an ad.” See that he gets his paper each week. Check regularly

fective; he is paying monéy to your newspaper to try to sell his product. -
-Help him! These steps wﬂl make hun a much easier prospect to~ sell mext
year. , R

. .don’t forget”to mention that many: papers flnd the1r way home to -]

~¢.Y relate a) ‘and<b.) to the situation of the merchant Explam how - -

dv) present examples: of poss1b1e ads for his "*oduct These can be made ) :

5) Show the prospect your adverhsmg rate card, explaxn anythlng thatuzd s

w1sh to run, based on one or more  of the idéas you presented in 4d. . o

6) Go over .othér items in the’ contract w1th the prospect; placmg par- =

' another good opportunity to stres$ that an ad purchased in the hlgh

for the customer to reply with a “no.” Instead, give the customer a choice: - .

10:) Service your account! Don't. forget about an advertlser once . you've

for changes in his copy. Suggest new approaches e’ might- -not have -
considered. ‘Inform him promptly of any changes in the production schedule.. |
that. will. affect his advertising. Try to make his ad_ attractive and ef- - .



¢ldass permlt 'You must, hoWever, sen.:l
"pleces ‘Chec wlth your school's bookReeper)
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proof, and' eme
“additional five pe

advertising ... ... e it e B A
i, for- safety’s. sake, set your adveértising needs: - -
oUt five. per cent above . the actual figure required.} '’

_ Now youhave a dollar figure of how much advertising your newspaper .
will require. The: next step is to convert that into an advertising. rate:’
First figure how ‘much advertising per .issue you.-require by dividing the:
total, amount ‘needed 'by:. the riumber of “issues-planned, ‘This "is. your- break-.

ser the-course of the year,. -~ - , - L

- How faﬂch advertising, int ;tétms. of volume, cqn'-;yoﬁ‘-'carry.? If "youf v
: fou ;

paper i r pages, carrying advertising in ‘more ‘than 20 to. 25 per cent

even point, the .amount of advertising’ dollars you . must average' per issue

,,'ofv‘ the: total space 'will discourage readership and ‘severely ‘limit the amount

_of copy you can’carry. A -paper. of six, eight, or more pages mdy. carry’ ;
as miuch as 35 to40 percent advertlsmg‘ o AN IR

mber ‘of columninches of advertising you require per, is

takirig: the _desired ‘pércentage of - the total number of columni-inche
 the paper. By dividing, ‘the number of inches ‘needed - into the: number-
- of “dollars. needed, you will arrive at the - approximate - figure you. should-

charge for an inch of ‘advertising -space.” (See the sample. worksheet, illus-

. tration 2)' © .,
e o ”

Aruitoxt provided by Eic




- “Some schools- -give discounts for larger ads, or for frequent insertions. '

If your elect to do that, it is wise to increase your base rate by 20 .to 25
ecent over the figure you arrive at. If you decide on a flat column-

nch rate, a ten' percent cushion should be enough. s Co

. SAMPLE WORKSHEET
L Income .
from -school ‘bo
subscriptions
" gingle “copy sales
total .
needed from advertising
- 59, cushion :
total needed .

inting: -and- en

photography

giaving ... .+ .$4500 ard ..

I A
[, fotal needed ~ $3,059. -} _
‘number  of issues planned 30

“amount needed per-issue $102. (1
4. .number of pages per-issue 4
5. 'page depth in inches 14 _
4, number of columns per page 5
. number’ of column:inches per issue
. petcentage: of “advertising desired .
. ‘number’ of -column-inches neéded per
. ~amdunt per:inch . . '$1.82 (3 + 9)

+2)

280 (4 x5 x6)
200,
is;u'é

“56 (7 %.8)

advertising cushion desired  10%
2. . cushion .~ $.18.{10 x )
3, base ‘rate -~ $2.00- (10 x12)

. "THE ADVERTISING CONTRACT "

. % The- contract is, of course, the key document in the advertising program... -
1t “sets forth ‘in: simple lariguage  the agreement between the advertiser and
the school; "and. what is expected of both parties. It-need ot be legalistic

.in tone; a'simple but'{}nambiguoti‘s.’d.c')cume,n't is best. - v

The' sample contract illustrated - below consists of four parts; the agree-
“inent, the rates applicable,’ extrazost items and insertion. schedule. It is
" desirable. that all: these be included in the contract, since it will elimihate
the meed for. extra rate cards and ‘'schedules, and will* help -clarify the ad-
_vertising agreement, - . v I :

A N H .
: Two copies of the contract should be made: one for the advertiser and
“onie “for the sc
vertiser. The. school’s’ copy should. be ke
“both adviser ‘and ad “staff, along with adp
7' fes; or miegatives of the -ad; and other ‘material necessary to. 'service that,
account. o ) N . ‘

ERIC

t in a file folder aceessible to

hool; both should be signed by the salesman and the ad- . '

copy for the firm, mats, gloss- -




... -~The agreement, the first section of the.contract, is a statement by the
- - -advertiser: that his firm will purchase a specific amount of advertising ‘space -~
- in"'the school newspaper, at the time and price indicated elsewhere :in. .
‘. the contract. The -agreement also sets forth billing ‘procedure  and’ arrange--

. ‘ments for the:inclusion of specific copy inthead. - =~ = - T

-~ 'The agreement is also the place for the signatutes of the representatives .
:0f "the” company and the newspaper, and. insistance on. this formality can .-
save a. publicition many dollars a year. Each year every adviser is faced -

. with-a" phorie” call’ from an ‘angry’ merchant demanding “to know ‘why he ..
.-~ has: received a- bill for advertising in. the high school newspaper. when "
-, heusigned ‘n:contract for it. A quick check- of ‘the school’s copy of the’ o

. contract-often’ reveals that ‘the ad ‘was authorized by an' assistant' raan. - .
. - ager, or. even’ the .wife of: the caller, and "dollars are collected which

might othérwise belost. - - -

.. Being" able to pinpoint the student who. sold’ 4. particular- ad ean’ often: -
 help clear up misunderstandings, in the -copy, the ad was to contain, its. -
~ "~ design, or'the way in’ which the ‘account' was to be serviced. oo

. The rate card should also, appear on the advertising contract. It ‘may. '
“ be simple, if a flat rate per 'c‘oﬁxmn-ihch is-eharged, or it.could be more
- complex  if space o frequency ‘discounts ate’ offered. But the appearance =
- --of. the -rate” schedule on. the  contract - positively eliminates - the -confusion - - -
“caused; by~ a silesman ‘who: is: out *of rate’ cards but .Who is' “sure” he .
~remembers :the chiarges” for .4 ‘service, or the problem ¢reated by-a sales- = -

‘man; who_canreally: drum up- business — but who'doesn’t work with figures'

nearly*asrweli.>

R -In' the same. way, the schedyle of extra-cost-required. items -will prevent . -.
;- "4 customer unhappy with an ‘unexpected tharge for a reverse or an ens . -
.+ graving from.complaining that he didn’t know about the charge; ‘although R
.. . salesmen ‘should be cautioned to point, qut such’costs to the client when s
- ~thé—account-is—sold—Advertisers: should—expectto -pay~ school papersfor —
.~ unusual expense'incurred in making up their ads, just as.they do with: .’
: ~commercial ‘newspapers; but it is good ' business to let an advertiser ‘know |
“in advance low much.a particular,service will cost.” - LT e,

" . Finally, including’ the possible -insertit'm dates in' the contract’ will show:,.
“the advertiser ‘that the paper has committed itself to a production schédule
and that he may expect to have his advertising message presented con- - ..
. scientioysly. It is certainly a help “to .allow your prospect to see -fixed ,
. dates to which you-are committed than to gsk him to take an ad- “every. .
" other issue once we get started.” : T

. Care in preparing -advertising contracts can, . for rimn_"y publications; mean
v the :differen_ce between red ink and black at the end: of ‘the ye’;i_r. S

' . LS
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""’("dmp'é Cé‘nf-ruct) S o o ;.3

S Publlcuhon of Munon ngh School o
750 w 26th Street, Marion, IN 46952
- . (317) 664-9051 - :

'dule'.'......'.....,.'....‘.-... Ty

S A page.:' N~
L iThe unders:gned f'rm_‘ reby ugrees to use voieiae y Columne mches of udvemsmg: :
: -‘_':spcce in Ihe SURVEY; in. euch of the mues checked below K

The - unders‘igne', ugrees to; pay -any, - cost mcurred by ‘the- SURVEY in prepanng-

exfra-cosl-req ‘red a,dverlismg, accordmg o the schedule below. . PR

pY of. Ih SURVEY ontuimng ‘each mserlion of Ihe qdverhsmg will be furnuhed _
U7 to’ the! ‘adyertiser. -All-advertisers - will: be. billed" at: the- end- of each- mionth for the = .
- ,spucte’ "used dunng ‘the: monlh A teursheet of euch ddverhsémen} will be sent with
7o+ the bi . N . . :
‘ ’Demed copy may be atluched to: lhu contyuct or specnfied cleurly o fhe buckA
A salesmdn will - check “with the firm ‘regularly for advertising -copy or, at ‘the
. request of. the adverhser, ad copy WI" be prepared or desngned by ihe adverﬂsing-
- staff of Ihe SURVEY o . . - e

. T RATE SCHEDULE R I
per column inch I....i..00 .‘._.....;_..........S 1.50 *
..»one~elghlh page (9% <l/in) ... ..'....‘._....... '$13.00
. one-quarter page. (19 cl/in) ....c0ivveniiiiie 82500
7. ‘one-half page (38 cltin)..", .._....'..-.,‘....._;..$4500'.'
.« full ‘page - (75 c/nq)_............’,...._..j...,..a.$80.00' A
. twenty:or-mare Inserfions . ...... 0. el lo%loff P

S " EXTRA COST. SCHEDUI.E :
- color: Cesien $20 00/color stuffing: churge ciiiees $25 00 -

- colot separations. .y .« . .$100,00/set- b/w photos: . ceeieeses. $200 .
. +'Preprinted-inserts .. ;. $20 00/puge “reduction” of art/pholos vy $2,00- 0
B S " reverses. (whﬂe on black) .. $2.50 ‘
L ' lNSERTlON DATE& . Lo

T {Check date for each ,mserhon) S

., Seph 7. Nov. 16 © ... .Feb. 8.7 =& . . ;'.;".;Mur.-f29'
3..'. 5s°p| 2 -u.nNOV 21 .’ .Feb. 22 "_'. ) ....Apl’ 19
w.v.Sept. 28 - _....Nov.ASO' , .‘...Mur. o ... ° ....Apr. 26
oo Octs 87 ,...Dec. 7 ~..,.Mur 8 o ve..May 3

.Och 12 L, ,.Dec. 14 ... .Mar 1S . «oooMay 10, ;
cOeh .19 v L [Dec, 21 . ..Mar. 22 eeo May 17- .0
e Qete 25 0 L, .Jun 1 ', .. Buskelball speciul ‘- ceo Moy 24 L

“viiNov. @ “vsvsdan. 25




" ... mecessity of goin

'HE “LOG BOOK - R
. -After: the, ad is sold and the contract is signed, careful recoyd-
. required to make  sure that'the client’s advertising -appears .co rectly in the -

ld-keeping &5 .

‘-issues for which _he. has contracted: ‘A simple and effective” wi ly. of keeping. - g
+issue-by-issue . advertising . straight is through ‘the use of. al *log book,” - *

.which “can: be  nothing more than . an" ordinary lined com osition note- -
book: The date of each issue is written' at the top of the Rafg:e;s of the

. Jog, ‘and each time an ad is sold for a_particular ‘issue, the| name of the ' .

" ‘advertiser drid ‘the size -and price of the ad are éntered on ‘thie/ page for - .
oD thabdssue, o Tene o T e s L PR

" The adline, or ads . contracted for each’ i5s‘ue,“»kis availabl at o glance
‘for  the ad staff to see on ‘which issues they must concentrate 'their sales,

and for the editors to determine whether to run more or- fi wer than the

- normal ‘number of pages in the issue. The log book also jeliminates the . . .

A ' f ough each. contract folder. before e’dch;&ﬁbliqnﬁdn‘.'ddté o
_to-list the ads that are to be nin; all ads ‘are listed in |
“as theyare sold and before the contracts are filed. - - -. It ’

- Columns can ‘also.be; added - after -the namés of the ad

+ -7 dicate whether a member of the .advertising staff hns: picked’ up the copy -
Mor - each ad, .and - to. indicate. how the- ad “is ‘made L.-u?'?‘;in‘ [its “final form, g
for )

hether in paste-up,’ set in- type, .or merely. roughed-for thie printer, .
_After -the pages fot’ the - fssues "of one',"xxi'onthg.,shonldjb difa phge for a
A ) '

onthly ‘summary, The. sumniary ‘should list all advertisersiiwh

¢ log as’ soon

jertisers to. in:

ave ap-

~peared in_the papet’ during that mionth, the issues'in- whichithey advertised, .
- and' the_ total amoynt dae for the ‘month. Columns may giso’ be added . 'to

1

“indfeate’ the: date ‘that _each firm wiis billed and for :m;

ing the. receipt -* .

of “each "payment. ‘Such a system' provides relief from. t}i5 drudgery of 2. - -

© - and where éachgm
a

- system’_in_which. the accounts of each firm are kept Hfi’ separate »ps;}g‘és,.‘...;l'.
o nd: where €ach. page must-be’ checked ‘before each issue,f¢nd again aon ily,
o wboptuplydte, T e T

ADVERTIOING LoOG
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" THE BILLING FORM -

" While theré need be nothing elaborate about a_publication’s billing form, ‘
- two things should be kept in mind: it ‘should be simple, and it should -
' be standard. All billing statements that ‘come from a school’s publieations
.. department should follow the same form, to simplify their. handling by

* the ad staff, and to assure advertisers that their accounts are being handled =

" . in'a competent, professional manner.

~ The top of the bill should contain the school’s name and address, tele-

. phone nuymber dnd name of publication. On it should be written the. name
. "and address’ of the firm billed, tho date, and the amount due, ‘as well as-
 instructions to “detach and return the upper portion of the bill with the-
. payment, : o S ' -
“++ 7 The hottom of the bill should again contain the school’s..name, . address
"+ and phone number,” and the miame of ;thé publication.” On it should he
- . . written an exact description of the charges, fully, itemized, for which the
" 'bill is tendered. . o ‘ . K
" . Two copies should be made of the bill, and the carbon should be filed
with the adyertiser's contract. When ‘payment is returned, it should be noted
in"the log book, and the top half of the bill, avhich was returned with.
- payment, stapled.to the carbon copy of the bill. , o

Lo
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DESIGNING THE AD

1 The display ad occupies most of the advertising space in school publica-
' tions. Therefore if the ad is to have sales appeal, it must be attractive :
and interesting: Students are the readers, so the ad must appeal to them. - .

Possible variations of ad layout are great, however some ads are more

- effective because the designer can get the reader’s attention. The effective
layout must create a sense of movement. Copy and illustration that is cen-
tered in an ad with an equal amount of material on either 'side is poor
advertising. A designer must find the optical center of an ad in order to
.~ create movement. The optical center is located to the left of the mathe-

~ matical center and two-thirds of the way up from the bottom of the ad.

>z
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The ppsition of greatest attention is the optical center. It is at this point "
that the reader’s -eyes focus upon the ad. Here the designer puts the most
important block of copy, headline, or illustration. From this, the designer .
- builds out and- arranges the remaining material so that the reader’s éyes.
~ flow naturally through the ad. '

~ The headline is the most important part of the ad copy. If the reader's |
. attention is not captured by the headline, the rest of the copy, however -
" - beautifully and persuasively written, is usually lost. Therefore, the headline
. should be the keystone of the ad. It sh0ulc{ usually be located near the
top, command attention, and indicate what is advertised.In length, the head
* should be short so the reader can quickly grasp the thought, and should
be clever or informative. so the transition from headline to body copy is
smooth. : ’ < g

The body copy is used to reinforce the headline. Be specific; avoid gen-
eral statements. Definite products in which students will be interested should .

g
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el . .~

be mentioned, The effective ad makes the reader want to buy the product,
so- suggest this sort of desired. action at the end of the ad,

"~ Whenever possible an ad should contain a photograph or illustration, =

‘. . most often located at the optical center of the ad. Such art should be
nttenﬁon-ge(tin% and show the product being sold. Hand-drawn art of bold
design, or a ‘photograph picturing students from the school, attract read-
ers, and advertising that will be seen and read by the students is a large
selling point with potential advertisers. -

" If there is only a small amount of copy in the ad, sketch it in rough
form by making it actual size and printing in the copy. The name, ad-
,dress, and telephone number of the store will usually appear in the low-
" er right-hand comer of the ad. for this is where the eyes of the reader
are most likely to leave the ad.

If there is to be # large amount of copy in the ad, plan the ad in two--
sections, First draw the ad actual size on the left side of a piece of paper,
and hand print the material in large type such as the headline and the

* " ‘name of the advertiser. Block in the smaller copy (see illustration 8) and
~“type or print it out to the side. —r
Avoid small ads when pppsible as they tend to get lost on the Jm%e._
, ‘Larger-ads draw the reader eye and nttentiOn.%Pictures; artwork and “slo-
. gans can be applied to largefids much more ensily than to. small.

% . Most papers find it difficylt to turn down any ad, even one-inch ads, -
although some papers “havq successfully limited “advertising to ads of at
least three column-inches. Hut papers that do carry smaller ads must be
prepared to meet the challen of designing effective small ads. Revers:
-ing such an ad, that is, runniffg it white on black, is one wiy to make
.it stand out, and using an unysual typeface may do the same. The mes- ..

* sage, however, must usually be [inited to the advertiser’s. name and address,
" and a trademark or slogan of some sort. SR
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7+ 'If a school publication is to attempt to offer real service to its adver-

tisers by presenting their products’ and services in an_ attractive way de-
- signed to- help increase the sales of the advertiser, well-designed and care-
"~ fully planned ads are a must. T : :

.~ GRAPHICS

L 'Every school needs help in mak‘ing"its advertising as graphically excit-
" ing as possible for little money. There are now a variety .of helps avail-  *
=« able, although they are primarily for the offset newspaper. o U
“TYPE
. A growing number of companies now offer hundreds of different type
~ faces in all sizés and styles in dry transfer lettering. The cost is low ~—
. $2.00 to $3.00 for.enough type to make from five to fifteen headlines ~
7, - and the method is almost foplproof to work with. R
. The lettering' comes in .b‘usically two t{'pes. The first, rub-off lettering,
.. Is easier to work with but is not re-usable. The letters are printed: on. an -
. acetate sheet and stick to paper when th¢' front of the acetate is rubbed - -
7 with"a pencil. The second type, in which letters are cut out and placed
L in_dividually into position, is slower, bt the letters are re-usable.

- - The cost ‘of - either” method . is- so low that many staffs keep",_on :hn’nd .
~a variety of different faces to use for striking effect in both editorial .

. < and advertising copy. - : -

" 'BORDERS ,

Several companies offer -dozens of different border designs which are '

printed on a long acetate roll like tape and are quick and easy to po-
", sition on a page. Styles include those below and dozens of others.

3

vh

ARTWORK . _
Most yearbook companies provide their customers with clip-art books, and
a few are published commercially as well. These books contain hundreds
or thousands of proféessionally drawn line illustrations which may be cut
out and pasted directly on ad copy. They can also be enlarged or re-
~ duced by your printer. " , '

e .22 . v
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i+ © “certainly worth the extra expense.

"HALF PYRAMID

In this arrangement the reader reads into the ad copy that touches the

"WELL ARRANGEMENT

o oo ) t

we 24

LETTERPRESS
*While the dids discussed above are most useful for the offset publica-
* - tion, letterpress papers can make use of them too by pasting up ad copy

using these aids, and having the printer make an engraving from the paste-

up. While this is slightly more expensive, it frees the letterpress staff from

the limitations of the printer's supply of type and borders. It is almost

. " Since. there are many outlets for the materials just *discussed, no attempt .
will be made to provide a comprehensive list of where they ‘can be ob-

tained. Ask your printer. He will” have the names and addresses of the
suppliers closest to ‘your home, and can tell you where to get the best
price in your area. . - '

" DISPLAYING ADVERTISING

o Mostsah‘gol newspapers present advertising on the inside and bdck pages,
.. omitting advertising only on the front page and editorial page. There are .
* " several arrangements which allow good, display of the ads as well as mak-
"% ing the copy on the page easy to read. Although the examples below are .
e }llus’trqted with a fivé-column format, they apply in the same way to other

7o formats. '

Larger ads should be placed at the bottom of the page, often in a comr,

" but a simple rule for ‘attractive page layout is that a. smaller ad should
.~ never appear below a larger one. In addition, most advertisers and many -

editors feel- that all ads should touch copy; in other words, that no ad
should be completely surrounded by other ads, but should come in contact
witli a column of copy either at the top or at the side. While this is not uni-
versally true, ‘particularly in the case of large ads which  dominate the
bottom of a page anyway, such a policy pleases advertisers and counter-
acts the occasional tendency to clump . many small ads together.

Below are a few of the most popular methods of nrrnngirig advertis-

ing on the newspaper page.
. 1

f

stories. The largest ad is located in the inside lower comer of the page
(right-hand comer for even-numbered pages and left-hand .corner for odd-
numbered’ pages) and surrounded stair-step fashion by smaller ads, build-
ing-to a peak-above the largest ad. This is the most common type of ad
arringement. v

- -

Advertising copy peaks at about the same hefght. on both sides of the

page but one or two columns carry little advertising, being at the bottom -

of the "well” formed by the advertising. This arrangement may be par-
ticularly useful when there is much advertising to be carried on a page.

23
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U heyemd vl amangement
DOUBLE PYRAMID

S This.is alsc. useful for pages on which ‘much adverﬁsiﬁgt:' is. to appear .
. v ,Lm' . '

ey %ie_ads, “dnchor- both corners . and . advertising builds from a low. point. -
:["“'in the venter of ‘the page stair-step- fashion to both sides. If one side is to =
- beslightly higher. than the -other, the weight should-be to the inside-of =~ .

. thepage”

..

. %,
.
: .

v

. ER A ddql;le pyramid o _ panel
. PANEL. - . |

"’I'h‘is requires the stagking of ads of similar size on top of each other K
~up to"the outside ‘colunfns, While this permits much unbroken space in the

3,
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Jetterpress newspaper is to man
‘tually made from molten type metal. Such lines of type (often referred

. . B et o s v
: ‘ 4 . MONGOLIAN : -
S RENES W

K : . x

Tt

- center of the page for neis copy, it pfobnb'ly lowers advertising reader-

ship and so is prefcrred usually only, for variety.

PRINTING METHODS

Letterpress printing is a dying art. In the last ten years, many com-
mercial printers *and school print shops have switched to offset printing,
and the trend gives 1o indication of reversing itself. The savings offered
by. offset, in both time and money, havermade the transition not only

_practical; but jnevitable.

Reduced to- its simplest level, letterpress printing is similar to the use
of an.ink pad and rubber stamug. The initial step, then, in producing a
ufacture this “rubber stamp,” which is ac-

to as linotype slugs) form the relief surface which is inked and ulti-

. - mately produces a line of print in a letterpress newspaper,
“But since this book is concernetl basieally wit the funding of news-
- papers and yearbooks, let us-turn to the production of advertising in a

letterpress newspaper. Here too, a “rubber stamp” or relief surface must be
produced, not only for advertising copy, but for photographs and illustra-

‘tions as well. In a letterpress publication the relief plates for photography
. andvart work are called “photoengravings,” and constitute one of the major.
* cost factors in producing a letterpress newspaper.

To illustrate the additional:time and cost factors involved in a letter-
ress production, let us examine the total production costs involved in

inish; stock.1
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1. Information ~supplicd by the Rambler Publishing Gorpm;pt!nn In Smithtown, N.Y.
The (firm has recontly switehed to offsot production, and thy prices iisted reflect the
sctual production costs of tho printer. -
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.- Letterpress does offer one definite advantage over offset, but even this .
- exists in. theory only. The final appearance- or typography of a newspaper

~reflects the care and consideration which has gone into the “manual = pro-
.‘duction or pasteup of the publication. Critics of offset production point.
~_out that since printing.is done essentially by photographic duplication, any
““errors in judgment of the copy’s size, or even a slight moyement in the

“layout of a column of print will be glaringly obvious in the final production
- of the paper. : : ‘

+." Letteipress-publications do not encounter these diffigultiés because columns
“of type can easily be lengthened by metal slugs placed between the lines, and .

-

- columnis of newsprint are held’ firmly in place by a ‘metal” form, thereby. - -

 preventing any movement of the type prior to printing. .
5 But ‘while this® theoretical: criticism is” true, in actual practice, it is rarely
" the case. Even the most professional pasteup jobs may occasionally slip,
© thereby “printing .a crooked  headline or news column. Nevertheless, such
" Criticism - cannot reasonably be- applied to offset printing in general. To-
“ presume such errors to be an inherent quality of offsét printing implies
the ‘incompetence: of the entire layout staff, or at best, occasional careless- -
- qiess on their part. Cafeful training and close supervision reduce this  crit-
., icigm to a rare unpleasantry.. - . - . o '
" Perhaps. the picture we have painted of letterpress printing is too severe.”
Letterpress has produced. thousands of fine newspapers over a period of many
: yenjs,‘ and thé body copy of a letterpress newspaper appears almost ex-
- actly the same as that of an offset production. Modern printing develop-
“ments have, however, made offset desirablé’ from both an economic and = .
" creative point of view. For the time being at least, offset seems to be. -
the future of the newspaper industry.” - ‘ Y

' The school that reproduces its paper by mimeograph can _}iavéa attractive " |
‘advertising,’ too, although ‘careful work ‘in cutting stencils is required. Ads =~

may bé simply drawn on_ in position and lettering: done with a stylus and |

lettering guide. Few mimeo publications find it necessary to run adver- -

_ of printing. -

tising, however, because mimedgraph is by far the least .expensive ‘method

THE PORTFOLIO

~The 'fo:llbwing"section is designed to show you the ‘types of adverﬁsing '
- other school publications have run. It is a good idea to compile a port-

“falio of the most attractive advertising your paper has run and paste

" ‘them in a notebook to show prospective advertisers. A look at the follow- "
ing ads may give you a few ideas about what you should do with type.
“and art — and what you shouldn’t. T :

: : v . .
* .- The newspaper advertising staff may find it useful to prepare -a port-. .
folio of the most attractive advertising .designed by the paper, and give ..
- a copy to each salesperson. Potential advertisers are.impresSed by proven
erformance of the advertising medium in which they are investing, and no-
thing -could be more convincing of the professional, businesslike manner in
) which - their account will be handled than samples of quality work already
- . produced by the paper. -~ = = . ‘
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You'vd finally won it. Thorighit to take credit

in shaping America’s future. You've waited

a long time for your new privilego of voting at 18.
Ussit, responsibly.. -.

Yo Pilgrim- -
Plymouth (Ind.)) H. S.
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 YEARBOOK ADVERTISING
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; Thevsec’Ond seéfion, of the booklet concerns yedrbook advertising. Again,
the information presented takes the form of “stggestions and guidelines,
.and_can easily be adapted to fit the needs of many different types of

PR publication-situations. - . _ :

- Many" of the principles of yearbook advertising. are identical to those

of newspaper advertising, Therefore, to avoid unnecessary duplication, ref-:

P be made to specific material found in Part:1, and’the reader will '
~ . be directed to turn back to'it. - I : '

) "'I"_hi's'-séction will deal with imany of the same generni topics: disc'uséed,

- earlier, but the material presented is intended to apply primarily to year- -

" books.. The demographic survey may He found in Part I, but differences

" in its application to the preparation of the yearbock sales campaign will
be discussed in Part IL, -~ o ) -

A ‘yearbook must _also keep careful h-hc_:k of finances, so samples of

Design and: graphics -are covered 0nly" briefly, in their uniéu,e applica-

" tions to yearbooks; Part I contains the fundamentals of designing ads

that sell.

" . There are various ways of arranging ads in the book, and several meth-
ods are presented and ‘discussed. A portfolio of recent yearbook advertis-

""" ‘Many times yearbook staffs and advisers. find it difficult to communicate
' with the representative of their publisher, Costs, specifications and respon-
" sibilities are not clear. Thé section on “Cetting the Most for Your Money” -

-+ contracts and methods. of .keeping wrecords, ;cdmputing rates, and hilling are
- .pxesqx'lted and discussed. = | & >. ,‘ re

o

will, we hope,’ help save some of those precious advertising dollars so you S

- can put them to work in improving your book, not in paying hidden costs.

PLANNING THE YEARBOOK -
ADVERTISING CAMPAIGN

bThe'tec‘hnique of selling yearbook “ndvertising is not greatly different

ferences between newspapers arid yearbooks.

THE PROSPECT LIST

, News({)npers are rarely saved from one issue to the next, much less overs

" period of years, Yearbooks, on the other hand, are months in the prep-

“* aration and afe usually saved for years, sometimes for several generations.

‘Because, then, of the much longer life expectancy: of most yearbooks, ad-

a4 !
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" from that of sclling uewspaper .advertising, but it is often wise to ‘make 2
slight shift in the emphasis of the campaign because of the inherent dif- °




ted .

ing. -of ‘a_loig-term- nature . for a:'prddu$t for which™ mos¥ . students
diate—need-may-be-“solicited—This—does—not—soften the rule -

tion should neither solicit not accept advertising for a product

- open the field considerably in making available many merchants whose
products are not usually purchased by students. -

v s ~The ;:‘l‘;ijbs'peét'lis't' c."jan' t_lgaiﬁ. be kept in 4 card file, and ;Jhen the adver-

", Jtising campaign. begins, cards for each prospect should be marked after -

‘S:Qier;‘iiin'r<"thertiserfto=ca_llf upon,: to fl(xlp through the card.file and obtain.

] The system also helps to keep' s

. & list-iof those firms not yet .contacte

. staff members. _ 3

" - Onee a list of prospects has been -obtained, ‘thére are many ways of or-
ganizin§ the actual selling. It is usudlly more profitable:to plan an in-
.+~ tensive- four-td-eight-week campaign than to werk in a hit-and-miss fashion
- v . for several months. The campaign is_best. conducted <during the summer
months if the yearbook from the previous year came out in the spring,

L8 ;qmme'r;.o'r fnll delivery book. - -

". Most often, staff members, working singly or in pairs, first request cer-

" tain ‘businesses where they feel they have a better chance of selling ads -

. than other: staff members. The community is then divided up 'g%ogrnphicnlfy

. .with each staffer or team assigned to one aren. This, top, cuts down
" on multiple calls on a merchant. .7

. “ . with classes or homerooms. competing against each. other. One high sc ool .-

&

ey

_ Most yemrbooks also defray expenses through the sﬂe of patron ads,
. Such advertising is usually sold to -parents, friends, school personnel, and -
" others such as physicians’ and lawyers whose professional ethics preclude
-commercial advertising, Such ads usually cost between three and ten dollars,
- for which the patron’s name is inserted into a special section of the bgok.

 sometimes not, but if it does, staffs must take care that the cost of the.
~ ad covers the cost of the book dnd leaves a substantial amount to add to
_the reéeipts. ' ' .

-~ .
’

. Some schools sell two tyFes of patron ads, personal and commercial. Com-
. mercial patron ads are sold to businesfes which do not want to purchase
SR disFlny advertising in the book but who ‘are anxious to show their good
' will. They are usually charged somewhat higher rates than personal pa-

trons, who are as described in the preceding paragraphs. There is some
~ - :thinking -that making commercial. patron, ads available cuts into the sales
% of ‘display advertising, and undermines the attitude that most schools today. .. .-

85

r
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* " “or service ‘which it has no reasonable expectdtion of selling. But it~ does

w4 the Hir s -called aipon. It is simple, ther, for a salesperson looking for = ' -

... the staff’ from anpoying merchants with multiple- sales calls by different |

" and just; after the beginning- of the school year-if the previous book was o

SR éﬁme’ schools make the selling of yearbook advertising a s«;hoolvp'ro'ect,,f S

. in Pennsylvania sold over. $16,000 worth .of advertising. in 19737in that -

" Sometimes the purchase. of a patron ad entitles the patron to a free book, L



-

i ;;gre trying to ndopf —- that advartiéing in a hxgh school publicaiion is -

- not charity, but is good for the advertiser as well as the publication.

The use of patron ads in general seems to be declining for this same

reason. If a student publication is trying to run on a professional basis,

. some advisers sense a double standard in asking people to be “boosters,”
and g(iet Jothing in retum. And unless a schoolgl} grea!

~ < indeed, patron advertising accounts for a relatively small percentage of the

advertising income, anyway. :

"

, The results of the demographic survey of student spending patterns
- should certainly be utilized. Most merchants fail to realize the amount of
_ money students gump into the local econonfy every year, and. if these
. figgures are expanded into the amount students may heexpected to_spend
. over even the next ten years (remembering that yearbooks — and their

" ads =~ last longer than newspapers), the figure is even more striking

- The ‘question on the survey nskﬁlg whether students play a role-in.de-
ciding .on major family purchases should be particularly pointed out to the

roofing and “siding contractor may argue that' he does no business with
. high school students, but-it is fair- to l:emi‘nd him that 1.) most parents
.read the yearbook, too, and 2.) those high school students will have homes,
families, and houses in anywhere from just a few months to just a few
- years, and his yearbook ad will be seen dozens of times by then. Yearbook
‘. advertising is good business. :

STAFF INCENTIVES

which both reward the hard workers and give staff members tangible awards
" to shoot for,

Not all advisers agree with the-philosophy of awarding prizes or awards
to top salespersons, contending that it results in a more careless approach
to- work not offering a tangible reward. ‘Other staffs offer no prizes be-
- cause -of regulations to the contrary by local school officials. Staffs offer-

usually~ from three to five percent. Others grant special trips, dinners,
workshop fées, .etc. Many schools give free or reduced-rate advertising to a
few merchants who donate substantial prizes to be awarded to outstand-
ing advertising sales work. ~ - -

.

termine except in individual cases. Some stafférs require no incentive, some

38 oo
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as a great many patrons .

'al%HEfDEMOGRAPchjSURVEY | )

,Somé yearbook staffs are highly self-motivated, others are not, but even .
for staffs whose greatest reward is the doing of a job well-done, selling ' .

advertising is hard work. So many publications have a program of incentives -

v ‘ ing such incentives, however, use several methods. :
. - - “ : \
” L 1
) %w staffs give salespersons monetary commissions on what they sell,

prospective yearbook ~advertiser if the answer is strongly affirmative. A

» Whether or not the incenti’.vas result in more ad sales is difficult to de-

PR - o




mined by the school's needs and the adviser’s philosophy.

BUSINESS PROCEDURES

" "Unlike student newspapers, which work throughout the school year at selling

" cannot be coaxed and cajoled into selling ads for anything and others re-
..~ spond to the -offer with genuine determination to win. Most books have
" some system of incentive or reward, but the form it takes is best deter-

advertising and should. therefore, have a regular ad staff, the yearbookstaff in
~most schools concentrates  its sales campaign’ into a relatively short.period _
. of time,.and all staff members take part in selling ads; the business de-
. paitment ‘often -consists- of only one or two full-time people: an ad man-"

. '.a%:ar, who  designs ads and advertising sections, and a business_manager,. . .
. who keeps the books. Sometimes the ad manager does both jobs. o

g -- Because so' many different people are involved in the yearbook advertisin

% process, record-keeping can be difficult and tedious unless a well-organize

system is set up at the beginning of the year. The money. that comes in at.

" the beginning of the year must be enough to see the book througl;~so

goals must be carefully set, and records be kept complete and up-to-date.

' ‘If tbht is done, financial success is assured.

’A:E_S,-,TABLI'SHIN,C ADVERTISING RATES.

It is-a must to check adveﬂisi:% rates each_ year to make suré they are
Although it-is rarely necessary to change

enough to cover printing costs.

- the. basic page rate more than five or ten dollars at a time, the adviser -
or ‘business manager must be able to do so at will, and the new school
or new adviser will want a system for computing the rate.” The chart-
suggested below, similar to that suggested .earlier for newspaper rates,

should provide an accurate financial summary.
P

. Expenses - .
O 11 T T S y ,
S .- (This should include all your anficipated paymenis fo the
- yearbook company: printing, special effects, cover, color,
supplement, proof corrections, shipping, etc. A relicble
. company representative should be able to estimate these

very closely if you can provide a clear set of specifications.)

-

~~Photogiaphy . ... i iii i P et e e $
: (Difficult to estimate. If in doubt, check last year's figures
, or set an upper limit and stick to it.) _ B
" Dues, contests, conventions, workshops-.............. ... P % $
o BUPPIIES e i e e d e e e I 1
Postage and telephone .............ccc0iiiiiinnnnns e etee et $
CAwards, Prizes, @1, ... ..t i it i ittt e i
Equipment, purchase and/or repair . ............... Ceeeeas e $
SUbotal i i i i i i i i et $
IR -1 Y £ - e e eeinee e $
« . _ (Since no budget is Toolproof, und emergencies do arise,
' we recommend that an additional five per cent of the sub-
total be added Into the projected expenses. This should -
cover price increases, unexpecled equipment breakdown
FEA beyond that projected, -and other unforeseen expenses.)
oo Total ... RN ST B ST eeean s Y

a
..-.‘......."....c-u...-c.-.-.g'-..-..-o.-)




7 Cincome: T
- Profecting _i;))e_arbdok, income. is a risky but necessary business, for it is-

“necessary, to. set goals for both sales and advertising, and the failure: of

~ either campaign to meet its goal.can put the book in serious financial. .~ .

- jeopardy. ‘Goals must be realistic, and possibly a.little conservative, but
- Just khowing how many books or ads you-have to sell is a major first
step toward making your goal.” | =~ 7 -, . .

_From ,‘séhool; bourd',.‘ book rental fees, ‘acﬂv_ilvie's":t'lckef’,.-_et:. R ;?. oo $

,'SG'Q}"~¢u.',’.,..~-,‘¢.‘-a¢,ix, P T ) ,.7.<.....,.,.........‘.'.s L

. (Multiply. the number of books you.plan to-dclually sell
-"by. the*average price per book.:Don't count those you give ”
. away «“ fo. schiool beard. members,. other schools, keep for
~ publications - use, etc. —.because these books are liabilitfes, "

~not assels. Try fo keep them- fo a minimumi,) -
- Su]eof 'p‘C’Ufeét ;1; . .»;1 --};',‘.' . ;_- viae .'q e a0 .. ..- R ;'. .‘; teedeesb .. . .s- " l
" (Many schicols receive commissions. from the. studios that. photo- _
4+ graphthelr ynderclassmen or seniors, but' the distribution '
" of these funds varies widely. Some ichools add.the entire:
= .amount to the. general fund, others give the entiré amount,.
w or part of i, to. the flewspaper or yearbook accounts)) :
~ Total .. sy . e R T TR T N $, -
Needed from"udyérﬂjnd....‘.....'.... B PR

- (Aghin, for safety's sake, set your é;!;/;;ﬁslngf needs about
five per cent higher than the actual figure required,) '

The dollar figure you, nrriVe'.‘nt by following tl;'eSe, guidelines (see illus-
... tration 15, sample worksheet) should be the :minimum goal of your ad- -
"7 wertising sales: campaign. But how do you determine what to-charge for-:

o page of advertising, your basfe rate?

“When making initial. plans for the book, it is necessary. for the year-:
‘book staff to allocate a-certain number of the total pages in the book for
each section, and ‘advertising space should be allotted at the same time. * .
‘A yearbook will typically carry.from ten to fifteen per cent advertising,

" “'with _some yariation possible, so - plan om a figure in that range. Then, -

o " ~simply. dividing the number of pages of advertising -planned into the amount.
- of muney needed will produce "your paf_e rate. ~Again, it is a good iden

‘to add five to ten .pet cent to this figure, if possible to provide an
~ emergency cushion. e ST

* . Whether or not to. increase ‘the rate for smaller. ads and give, a dis- s
© count for larger ones is up- to the publication. ‘Vearbooks all over the

. counuﬁ' operate_successfully. both ways so ‘the decision must be 4 product

~.of each yearb6ok staff after evaluating the success of past campaigns, and the
. response from potential advertisers. ‘ N T
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. .- the niewspaper, It is brief and clear, but it covers all basic. details of the
- .- .agreement between the yearbaok and the advertiser, . S

" responsibilities .of the publication and' of the a

. " books nio

. 30 . —

prlfing F5 . 4y i e s 22812000 . from school board, elc. ......$ 0

. photography .. ..viivee. il $ 3000 sale of book ...........n. .$ 9000

~ dues, contests;. ot ..%......$ 100 sale’of pictures ........ vee 31000 0
< supplles L e iseai 8 50 other Ll $ o -
. “phone, .postage ............$" 75 ftetal ......... i eeeneeees +$10000

awards, banquet, ete, . ......$ = 50 needed from ddvertising .....$ 3256

.qu]pmtn‘ 'a'arqy.{nl-' ._..‘.‘.s: 50, 5% _Cﬁshlon Cheeesens '---v;--$ 163

sub-tolal: =L eas
.-5% emergency: cushion

vrei $ 631
1, fobal needed $3AIOT L Lw T S
T 20 ‘number of pages’of advertising 28 . . 0 - B
. 3.°bdse fale_per page  $122 (1°+2) . - 7. e

' THE CONTRAGT ® '

A Th'elz‘ldvé:ti:"s,ir‘;g‘*c_ontrdct for - the ‘yearb'oc;k is very similar to, that for

: , N
© . The first pnrtof th"e_',-i:énh*ﬁct.ou'tliné& ﬂw*a{%fé@ineﬂt and sets forth the
dvertiser, and contains' space.

...$12625  total, needed ........1.....$ 3419 T

““for the signatures of representatives’ of both- the book. and “the; company.- + -

, s discussed ‘previously, two copiessh;x;ld be miade, one o be kept by B
the advertiser and one to be- filed with copy, artwork, photographs, and =

" _ other. materdals for the account, in the gublicntions area, where it will be

B n\c'é,essible‘_tbgboth; the‘busin,ess staff and' the“adviser.

e :

. The COntmctshould nlsomdicnte. ‘forconvenience Snke, whether the .
- Advertiser paid at.the ﬁmes»;he"_si%\g'!d' for the ad or if he is to be billed, - . .

o . and if the latter,'when he shiould be billed. -

: . £,
-

,,'T‘l‘ie‘:sohédﬂg of chﬁr‘géé s})oula also anéh; on the contitﬁct, detailing -+ ;
. . the rate for each size ad dvailable, and a list of extra-cost items. ~ ° .
- .80 m'ahg':_ spfiobis \‘iﬁe'iphotdgfnﬁhs% in all or mést'. of then' ads thn_t.,x‘nnn'y -
, no Tonger consider photography an: extra' item but include it in the
“price-of the ad. Buti many schools do overlook one almost, embarrassingly -

R " obvious way to cut. their own color costs' or to get “color . into their
" - books -at little .or no' cost .~ sell the advertiser color in his adl Many

. advertisers are willinf; to- spend money for color that will make their ad-

' .. -vertising distinctive and quickly noticeable on a'page of advertising. . = -

B pagsfﬁg the - cost of color al’ong to the advertiser, the school can ot

g the ‘rest of the cight:page printing flat printed with the same spot color .
. at little or no:.cost —~ a real, savings with books using more and more -

- -

ceolor, o e

. ot
% :

LR
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ext several’ columns of mforma)tlon concern bx]lmg 1nformatlon One

olumi is to mark the .account:paid if the .advertiser. paid at ‘the time the_ B
‘ad: was sold, or after the business managerhas received his check. Columbs: *
‘cait also be 1ncluded to rndlcate when the account is to. be billed, makm_g, v
“it-easy for the business manager to tell at a glance what firms to bill:
each'- month. - A final ‘column ‘should ‘be added 'to indicate the date each
‘bill ‘was" sent. This’ helps the- adviser -or ‘business manager quickly answer
any questions. from the ‘advertiser: over the: teIephone without the necessrty'
'of nggmg out the entu'e file for the account LU e '

It is also desu‘able to add a third". senes of columns Wthh mdlcate the .
'degree to which. work on each ad' has progressed. The adverhsmg managef -
‘can. mark ‘appropriate columns’. showing that ‘he - has  the necessary photo- .-
“graphs, if needed, for each ad; that copy: ‘has been sent or approved by
the-advertiser, and. that the- ad has: been' assigned ‘to a page, making all
“essential mformatlon about every ad in the book instantly available to the
.-advernsmg staff- and the adviser:. Such. a comprehensxve outline' will "also :
‘ease the :pangs of fransition.in the event of.a change in: advertxsmg per- .
sonnel or adviser in the m1ddle of the year o : o

..:'BILLING R

‘ The blllmg form and procedures for a yearbook are substantxally the
saine-as -those- for newspapers, so the dlSCUSSlOn of bl]lmg in- Part I need
-not be repeated for yearbook

Cl?‘ul “D'IBTXS’JIG l»'cﬂl'lb

side ed]o Bete M. [Doe. 5 ’-.5:\'.4*

AruiText provided by eric [l




DESIGNING THE AD
ce” there are 1o fundamental” differences in designing display”adver.
ng for the yearbook instead of - the newspaper, the. materi?.?ipresented —_
art: I will not: be repeated. There are two differences to keep in mind, ~
vever: size and reproduction quality. .. -, - ep in mind

ill usually be somewhat larger than newspaper -ads.’ There-
& possible “to - design- more consistently “attractive advertis-
_There are no.one- and two-inch:ads to worry about, so the advertising
ager must be sure he understands the piinciples of advertising design,
~will have a_greater -opportunity than, his newspaper .counterpart . N

ke’ use of art, photographs and bold display type.

~Becatise ‘yearbooks ‘are’printed on more- expensive ‘paper “stock, photo-.
) aphin;t?foduc_tioh -is- better. Many. schools take .advantage. of this to’ liv-
1 their-ads by running: many photographs in the ads. To:ensure. high read:

P, it is “Usually wise. to .include students from: the - school: in the ad —
ferably: not the same students who get their -pictures in thé book for _ -
dozen - other things as well. This will have, Ene added advantage of .

elpingsales, =~ . . o . T A AR
- Well-designed, " carefully planned ads only enhance the - appearance -and -~ |
~value -of any yearbook, and as much- care should be taken in"planning’ the
-advertising spreads as’ that “used in. preparing the homecoming spread, or. .
:the'rspreacfaboutthe yearbook staff. - - ’ ‘ L

"GRAPHICS

-, Since’ most -school yedrbooks ‘are ‘now. printed .by the offset inethod,: it
“:is-possible. for a’ school .to-save a;little bit of money and produce much .
more- stiiking advertising by pasting up their own ads, just as they would .
. *. for a-newspaper: Advertising staffs may choose type styles: from the hun- ..
~dreds offered by the. dry transfer lettering manufacturers discussed eéarlier,
-+ instead of the ten to twenty rather plain styles offered by most yearbook -
* .. publishers. Different border design for each spread, extensive use of hand = -
art or clip-art,;and the ability to see the finished ads even before the proofs -
comé back,: mdke ‘ad pasteup. ih the school ‘worth considering. In addition,. - -
~most: yearbgok: publishers- give small discounts for such ‘work -done out of =
theplant. . - . oo owooooooo o U T
oo SeePart' 1 for further discussion  of inexpensive graphic’effects now
7+ available, I : ' . - =

DISPLAYING ADVERTISING
Few yearbooks revise ‘the way they organiie ‘and.vdisplay “their advertis-

k"i,ng' fr.or? .yeat“to year, usually ‘because it never occurs to them that they
-can_do ’so. But there.are some real advantages, both financially and in .’

>

-developirig the book, to-re-evaluating this'areavoqcaSidnally. R e
bi_Thgre_“;'ai'e ‘tv‘{d-‘ébnvehieritAméthods of ‘displaying advertising, if ads are L

!

a2




to cover” an. entjre. page or more of. the book: "by usmg a basic, umt of.'r: .‘ N
one-eighth page, or a basic umE of one-snxth page. - » o e

*.In the former.case, ad sizes ‘would be one—enghth page, one-qualter page, o
one-half page, ‘and full age In the “latter,sizes would be. one—snxth page,' ook
.one-thlrd page; two-thlrds page, and full page., : st

Nelthel of these systems is, in_itself, any bet*er than the othel but R
“there are: sevéral reasons far consxdenng ‘a ‘change, one. bemg the fact 7. -
‘that.it -gives the advertising section just. a- slightly different appearance than .-
“it“has had in the past. Just this Ffirst’ step may be .enough tgs,convince ", v
~the ‘staffs of-some books which have followed the same basic organjza- .~
-tional plan: throughout the book for several yeafs that othe1 changes mnght, S
'Be in'order to keep their book up-to-date and- alive, LE

P
Tﬁe‘le are advantages too when it becomes necessmy to raise advertis-
;ng fates. For a book that has been using .the basic one-sixth.unit, all that ..

“is necessary ‘to’ taise rates is to retain.‘the samé rate per. step, but adopt R

+ a.one- enght ‘page. base, Thus, 1f your schedule was: e
. e L one-sixth puge ,$ 20, ., - s
et Wl ong-!hird PAGE .. viieiineres .5 40
e Tt two-thirds page ........ ievede. . $ 80
AR _ - full pageA;..,v .......... ...'.-....."$120.._ -
' g sxmply .xd]ust yom mte bchedule to: e \ SRR
S x"l ' " . .one- elgh!h page . A .$):‘2l0, '
., .t one-faurth page ... N X ,
onehalf page: ... cuiiweieiies $ 80 N
full page . ..ou e .$120 RO

. Smce xelahvely few ads. sold ‘are_ full-page ads, revenue per page will . 7
* increase by $40 per ‘page. Of course'the change in.ad size should be

pointed out to prospects . ‘who have advertised prevnonsly, but this 1s plOb‘
ably the least painful way.devised of raising advertising rates.. .

. Fm a school using a one- exghth page base the best soluhon is to sxmply
"' raise. tlu, rates, -but for, all -salespersons to . .be certgin to point out that
* ads will now be larger tind fewer to the pagé, so the -advertiser sees an
*“increase in service: to him . in, exchange for his extra’ money, A typncal Xy o>
o inmple of sxlgh a rate increase might look hke thns ST

- oY
. OLD RATE; " one-eighth page .......veiiiiennn, e e L8200
L .one-fourth puge‘..._....-..“....i...f‘.‘\.f..?.‘ ..... $°30 .
» .. ‘ofe-half page ..i..veiei e P e $60 -
z K I full page Y ST e e ..81200
NEW RATE: - . gne-slxth 'PaAgE .. ... SV R SO I 1]
- copie-third page .%o ot ien i F e, Vien..a$ 50
J < two-thirds page ............ e e e $95 -
B (]| - T T W e 81400 -




.. e .
<« . . ' . . -~

. Such a jéyisgd:.mtefS’éhedule'would result in increased revenues ‘of from -~
"‘$20“t0 $33~j,_wr-page.. . . o o e . .

A ._..’Wh_i"ch'eve; ‘method’ your ‘book ‘uses, keep one thing «in mind about lay-

. “outr it s not.necessary that all ;l)age_s of advertising look like window

- -panes with “all segments. being only sli%htly horizontal ‘or- vertical. It is
. often, more attractive to. run a ope-third or. ‘one-half page - ad vertically: . .-

. instead .0f ‘horizontally, or a" quarter-page ad across the entire side or bot- = " .'f.

“stom, instéadof inonecorner. .. o .. T S

.Be’"s’ide,s the decision on- the basic size to use for “advertising, one other ‘
~\major bit ,of organization remains to be done: where to put the ads in -

thebook: ' - - ‘ . .

s >
o,

«. -"Traditionally, ‘advertising has been carried in a single section, nearly al-
- ways' at the back of the book, and. while many" schools continie to do. |
i v this, the:trerid-has beén in other directions. The realization that the school = * -

publication has an obligation to the advertiser to help sell his product, and
i~ ;that“advertisers were often being ill-served by cerging all. their- advertis- ..
¥ ."ing ifito an area that could be conveniently ignored by “readers, persuaded
- .many " yearbook staffs to seek other methods of presenting advertising.
.+ The'first step was to add photographs, usually of students, to most
Je. " of the ads to draw readers’ attention to them. Few schools today stick
. ~to the old system of panel advertising where .the firm’s name ard address
and one-line' message are presented in a neatly ruled little box, Schools
-.which have retained the entire advertising section in the back of the book
7. now frequently lay out the pages to resemble thé' rest of the editorial
. 7. content of the ‘book; and include body copy about the. advertiser or his
~7"" product. Others include interesting ‘and readable featuré articles about the ,
-~ commusity in the ad section and incorporate many candid shots. -

-

e
*

: ‘ .
* Quite a number of schools have abandoned the idea that- all advertising .
must be in a single section of the book, and have begun to place a spread
or two of advertising after -each  of the editorial sections of the book. This,
system pleases advertisers, for must pass. through ad copy to get
. .to the next section of readership of their ads is thereby =
" increased. ' T

T

" Finalty;_a<small but growing number of books are converting to a true-
'magazine style of advertising, in- which advertisements and editorial copy
appear together .on spreads throughout the book. Advertisers like this. even

-~ _more, of course, but yearbook editors usually like it less, finding it more
. difficult to incorporate an ad into their layout patterns. Some readers also-
. _ feel that it detracts from the overall effect of the book. No cledr-cut

trend has yet developed on this method. g

, A few books have tried a variation on the latter method by Vlimiting"
"+ -advertising. to one-line messages ‘which. appear unobtrusively at the” bottdin
. -of .each- page. It is questionable, however, whether this performs much of

. a service to advertisers, asid soliciting this type of. advertising appears no

A ruitoxt provided by Eic:




‘-‘k.»_bj_dxfferent than- nskmg for busmesses to “boost” the yenrbook w;th ads of
- the panel yariety."
: However ads. n;'e drsplayed ‘one thmg isa must. the mdex to’ the book

should"always include: an indei to advegtisers: Merchants a ¥preclate it and
 it'much for nny reader to fmd what he s: lookmg ‘

s,

GETTING THf MOST FOR
~ YOUR MONEY ~

Do you know what costs ektro and- what does not in your yenrbook?

. The followmg Tist of yearbook* spec1f1cat10ns “has been provided -to. help®
: you communiate ‘with your publication ‘representative.. Hopefully these spec- - -
lfxcations will help you . when dealmg wrth your-. yenrbook representahve.

e 5 Basrc mfomabon and requxrements'

Indxcatetheexact;smeofthebookyouwant. T -

B The ' number of copies- will- depend upon the number- of stu- -
dents in cyour school Indrcate the number of copxes you want "

D.. Know how the pnptmg of your book Wﬂl be done Offset is
~ usually preferred :

E. The paper in y0ur yearbook should be exghty pound number
one grade, and should be selected from ‘no. less than four possible
finishes. -

... F.. The yeorbook cover: should be cluss 1, smyth sewn, book’bound ‘
2 hard: case, . hmdmg long, and: fabncoxd in erther Titho - or- silksereen. - .,

.. Clioose “your cover_from. a. minimum: of ten ‘fabric selectionis; - = -

" “G. Brown ‘or ‘blue. hne proofs should be used and provxded for -
the entire book. . - - e

i : & Conceming the composmon of the book there should be pro- .
+ vided & minimum : of four kinds of- body tyxty)e, serif and sanserif -
. in 8, 8,10, and 12 noint type.. Use of-the above types should be -
o V,,i;unlimrted There should. also be-a. minimum of ten headhne styles
. and the free use of 18, 24, 30, 36, and 48 point type. Six pages -
- -of “solid " type - should be prov1ded at ‘no- extra_cost; ‘plus four-
" styles. of -display type. Have indicated- the rate of discotint per s1x-
“teen pages for headlines done by the staff ST

R Concemmg spec1a1 effects, requxre the use of five specxal ef- L
fects at no extra charge “There 'shduld be no charge for reverses, o

: .
PRI A - e oviaea vy ervc [ A oL et o
B el ‘ e




R

o "100 percent blncks 30 percent grays 60 percent grays, and bleeds
" . Mortises should. not be. charged extra;, The unlimited use of hairs.
+* . line, boider rule; up to:and including 6 point. including reverses and =~
- - overprint, should be guaranteed. One hundred twelve pnges of spot_ L
-~ color should be: mcluded at no’ extra. charge - e

I errgh and “two' duotones per: f}at shoulc‘l be xncludec!

A K Tnclude. all mountmg, reductron nnd enlnrgements of prctures .
..+ There shoild, be no charge  for the use’ of toolmg hnes or for” .-
- the ‘request, of fio toolmg lines. - L

L “As far as the yearbook is concerned tlre acadenﬁc school year"f
.rung from August 18 to August 18, Final copies should be, delivered -+ .
“to your. -plant ‘no’ Jater: than. June -10: Books’ wrll then:“be- recerv-;:;ﬁ'“ :
ed from your company no later than August 18, '

‘ ‘M. The base price should then be- hsted and the cost for the spot
T color rncluded in the base pnce rtemlzed

II Special costs: S

SN \ -

U ATOn the basls of the Prevxous SPecrfrcahons deterrhrne the cost"v'lv\" '
: © " of  éxtra signatures, and the cost of printing end sheets*dxffep
: ently, front dnd. back, colored end-sheets included.” Determine. the .
expected price ad]ustment by subtracting the pages in mulhples ‘of
-sixteeri; from the: total. number of pages in, your yeatbook.
B. Determine the cost for edrtorial changes, nddrhons or deletlon{-'.z-"
g perpage, e .
o “ C Determine the cost for pnntrng each book in addmon to 1,000 :

D,, Determine the- cost for pnntmg pages in. additxon to the num- -
ber of pages in your- book in mulhples of erght. RN i

III. Process color sPecificatlons' S

A Orie four-color tmnsparency on a tw° page spread should be.;,.'.,;‘f',‘f
mcluded .

) .'B. Deterinine the cost for four-color transparency on'.a natural‘
 spread. Include cost of multrple seperation. .

: G, Dctermme the cost: of addrhonnl four-color trnnsparency on the
e . same erght page ﬂat

, IV Spot color. o ,' T AR L
L A Deterrmne the cost for spot color on- nddrhonal eight pages
' ;’, Iofaflnt ke T R SRR




- V. Mn}"itf‘l;ércby be understood that:
: _If the printsr makes charges for additional services, procedures,
or items, he must indicate in detail such charges here:

’ VI..AOI:her considerations: . ’ ,
A Submit . §chedule of :c0py requirements, but (your school)
teserves the right ‘to detgrmine its own deadline schedule,

* 'B. The representative sh“ou'ﬁizkl submit two or three ye'ari:odk ref-
erences from schools in your ared. - ' S
.C. ‘All materials, -mouriting. boards, proportion wheels, cropping' .
“L’s", copy forms, layout sheets, should be included in cost. L
~D. List van}_;{ additional items or services your company or repre-. -
sentative will provide (yaur high school). '

N . .

signature ot compﬁny
representative

4

k)
- , ‘signature ot representative
who will service
this contract

~ THE PORTFOLIO . o
-~ 'This section also concludes with a brief selection of yearbook ads from
around the country demonstrating some-of the ideas discussed -earlier.
© It is to the benefit of ayearbook® salesperson to carry a copy of the
book for the last,year or two on sales calls to present to potential ad-
‘... Vertisers, As it was stated before, a proven record of performance will ‘do-
-~ half the selling job. ~ T

~ Conducting a successful sales campaign, keeping errofless books, and de-

_ signing attractive and persuasive ads are not always easy jobs, but they

. are vital jobs on both student and professional. publications, and are satis-

- Iying when successfully done. The business side of student publications often

. escapes attention and recognition, 'but a skillful business manager or

- -advertising manager contributes just as much to the success or failure of a
* publication as any member of the editorial board.

- . Thi$ has been one approach to -the solution of the financial woes that
- beset many publications. There are others. But adapted to the situation in-
which each publication finds itself, it may help to produce more stable and
successful newspapers and yearbooks. : .
k4 .
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-« Hemaceming Queen Michelle Oelp will be
reagdy loe cold sutumn winds.In foe smert .
Sike jucket.of vinyl and-Take fur . , . 336, s

Witk iv, STRINGBEAN platd pants ., . S16,
end & PANDORA tunlgneck . . (SY. | .

A HANSEN brimmed tlaths . and
MARGOLIN leather -purss: campliste. the
- picture, We'll -help you pui them ~uit
tegether, fer they're ’

-
-

‘lll ate..

first in fashion

A .\)
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Lafry Greenlee shows you just one of
the fine coats available at TREAT'S
SQUIRE SHOP backed by rows and rows
of new ideas in slacks and as rmany
sweaters. Visit TREAT'S SQUIRE
SHOP'S "End Zone' for the fatest In
young mens’ apd young fadies’ apparel.

= 500z
Teeats’d

1951908 ¥ ber Piyaeitt

Beanpicker .
Pompano Beach (Fla.) H. S,
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Warwlck R
Warwlck H: 5., Nowporf NeWs, Vlrglnia
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new lradition—a fradition of quol- .

ity ond service, Go In and see the’ LI
" new.guys ot Zintsmasters and drive ; s : ‘
|
|
|

cv/ay in d new car.

- sarvice Ty the naimeof < ¢

. game af Don Ehlstding Kowos.
wkl. Whether Jt be 6 child-sized’
.. minf-bike of @ bvond new 900, Do

- ol Bauman's Upholstery wher

s vices fange fram to«mvlng

qure- fg hong!ng “éusfamemod
ropes, | .

it melng rovies hom Fi. Woy ne !

. lo Richinond dliicé 1871, thelt tvodl« |
« ton af fine service. Is ilill. going e

sirong). Next time call 1npl- Tvu:k P “

Lines, . L
. Addms Bulldéns Supply is hqadv Lo

- quorters fof all bullding nnds from _-

" spoviingta é-rmml.

. R . 3 ‘e
" Lot A NEW CADRIAC, OLDIMOME, OX

AMENCAN MOTORS CAX 1ROM ZINTSMAS-
TER MOTORS 15 A REAL *“/M"illen Nairks -
ing, senier. Bélows FOR OVIR 100 YEARS - |
PEOPLE HAVE SEEN TRUCKON® WITH TEEME -, ° )

TRUGK LINES—Jion Rainking,-

b
$

lc ond - ' L .~ T

Jollmonl H. S., Deculut, lndfana ' T T T .
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Sma&m&wmmlledwhm‘l‘ 1 Schniel cimised
teach Him to cinchet, but thiy b’ ?scvluth had ln mind, o

Towa
Wlmer Park (Fla) H S




